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ABSTRACT 
This study examined relationships between small firm 
performance and the degree of market orientation. The size 
and age effects were also examined. The findings suggest 
that there is significant positive correlation between 
small firms' performance and market orientation. No overall 
difference was observed in the correlations between company 
performance and market orientation for high- and low-
performing subgroups. However, smaller companies generally 
have higher correlation between market orientation and 
performance than the larger one. 
. : . . 
CHAPTER 1 
1• INTRODUCTION 
In Hong Kong, there are a lot of small firms which 
constitute the base of the economy and provide employment 
opportunities; however, not all of them can survive and 
grow up. Why are some firms successful and others not? 
This question has generated many academic theories and 
fundamental prescriptions from experts in the field. 
Generally, a specific strategies for success used in 
one company can rarely be applied to another one, because 
every firm is unique. So, many researches want to find out 
a set of variables which are affecting the performance of 
a business. Some of them have been found which include the 
characteristics of the entrepreneur, the degree of market 
oriented, control and location. The purpose of this study 
- • ； ‘ • 
is to explore the relationship between market orientation 
factor and the performance of the small business. 
The assertion that market orientation is the 
prerequisite for the successful performance of a company 
has been made with little empirical support. To treat the 
4 
assertion empirically, this study looked into the nature of 
the correlational relationship between market orientation 
1 
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and company performance using sample data from small 
businesses in Hong Kong. 
1.1 Statement of Purpose 
The purpose of this study is to have an empirical 
investigation of the correlation between market orientation 
and performance of Hong Kong small businesses. Also, this 
study investigate the following specific research 
questions. They are: 
1. Is the relationship between market orientation 
and the performance of a company different for 
high- and low-performance companies? 
.1 
2. Will the relationship between market orientation, 
and firms‘ performance remain constant if the 
size and the age of the firms are introduced in 
the model? 
3. Are the firms which responded marketing is the 
most crucial in affecting their company success 
more market orientated than those responded 
others ？ 
1.2 Hypothesis 
The following hypotheses were tested: 
2 
Hi: Performance of small businesses in Hong Kong is 
independent of their degree of market 
orientation. 
H2: There is no difference between low ~ performing 
companies and high - performing companies in 
terms of their respective correlation between 
market orientation and business performance. 
H3 : A firm Is attitude towards the importance of marketing 
is independent of the degree of market orientation of 
the firm. 




2. REVIEW OF RELATED LITERATURE 
2.1 Market orientation and marketing concept 
According to the American Marketing Association (AMA) 
in 1985, marketing is the process of planning and 
executing the conception, pricing, promotion and 
distribution of ideas, goods and services to create 
exchange and satisfy individual and organisational 
objective. On the other hand, Calonius of the Nordic market 
research (in Gronroos 1989) suggested that: 
Marketing is to establish, develop and 
commercialise long-term customer relationships, 
so that the objectives of the parties involved 
are met. This is done by a mutual exchange and 
keeping of promises. 
While the above definitions specify clearly the job of 
a marketing manager, the marketing concept is, however, a 
philosophy that a firm should adopt to be successful. The 
marketing concept asserts that the primary task of a 
company is to identify consumers‘ needs and deliver goods 
or services to the satisfaction of these needs. 
4 
When business studies become an academic subject in 
universities, many scholars have studied the concept of 
marketing and market orientation. Both pioneers Felton 
/ 
(1959) and Kerby (1960) have addressed their researches on 
the marketing concept and market orientation respectively. 
The marketing concept is for the purpose of maximizing the 
long-term profit through all the marketing functions. 
Kerby stated his marketing orientation concept in the 
Journal of marketing. It suggested a production company 
could gain a better performance by attaining a market 
orientation stage. 
While the marketing concept by Felton emphases the 
cooperation between different functions, McNamara (1972) 
regarded the concept as an company philosophy. On the 
other hand, the Huston (1986) threw more light on the 
- • ： • 
customer side. He believe that "customer is the boss" and 
through that the company philosophy should be set by the 
customer and the company should change its marketing mix 
element in order to satisfy the customers, need. 
2.2 Measurement of market orientation 
Although many articles have been published in the 
topics about market orientation, the questionnaire designed < 
by p. Kolter (1977) is the only one that gives an 
operational definition of the concept. The questionnaire 
5 
consists of five domains, they are customer philosophy, 
integrated marketing organization, strategic orientation, 
operational efficiency and adequate marketing information. 
In Kolter's (1977) view, the market effectiveness of a 
company depends largely on a combination of five 
activities: 
Customer philosophy: 
Does management acknowledge the primacy of the 
marketplace and of customer needs and wants in 
shaping company plans and operations? 
工nt:eq:rated marketing orqanization 
Is the organization staffed so that it will be 
able to carry out marketing analysis, planning, 
and implementation and control? 
Strategic orientation 
Does marketing management generate innovative 
strategies and plans for long-run growth and 
profitability7 
Operational efficiency 
Are marketing plans implemented in a cost— 
effective manner, and are the results monitored 
for rapid corrective action ？ 
Adequate marketing information 
6 
Does management receive the kind and quality of 
information needed to conduct effective 
marketing? 
2.3 Small business 
From the Siropolis' (1990) point of view, there are 
different kinds of yardsticks in measuring the size of a 
small business. These include indicators such as the 
following : total asset which includes total cash 
- • ： • 
inventory, land, machinery and other resources a business 
holds, owners‘ equity which includes the total investment 
made by investors, yearly sales revenues and the number of 
employees. Conventional operational definitions of small 
\ 
firms allow much latitude in the identification of such 
firms. The United States Small Business Admiration commonly 
categories a manufacturing-based firms as small if it has 
no more than 500 employees. I adopt the size no more than 
500 as the definition of a small business in this study. 
2.4 The moderating effects of firm size and age 
In the research by Covin & Covin (1990), they 
suggested that "the largest firm in a group of 'small' 
firms may be many times the size of the smallest firm. This 
point is important because it forces one to acknowledge the 
possibility of size effects even among a population of 
'small' firms." That is, firm size may moderate the 
relationship between market orientation and firm 
7 
performance. 
2.5 Market orientation versus business performance 
Marketing is both a business function and a business 
philosophy. According to Brown (1987), a marketing company 
starts by looking at the actual and potential needs of its 
customers. Although the greatest operating efficiency is 
achieved by having as little variation as possible in the 
production process, customers have different tastes that 
can be met only by product diversity. Even a relatively 
inefficient company will survive if it is effective at 
creating and keeping customers. Therefore, a good marketing 
strategy must relate to the environment, the environment 
being the customers, markets, competitors, and the overall 
influences of culture and society. 
Canning (1988) said that market orientation enables a 
firm to direct its resources efficiently and effectively 
towards important business priorities. In a market oriented 
company, the CEO accords marketing a high priority and 
participates directly in the development of market 
strategy. Corporate strategy in such a company reflects the 
realities of the marketplace. A market oriented firm 
reviews its informational needs carefully to establish a 
management reporting system that focuses on the external 
environment. The marketing sensitive company concludes 
cost-effectiveness analysis. In this type of firm, strong 
8 
links are established between product development and 
marketing, and marketing input occurs at every stage of 
production development. All employees of these firms know 
that their jobs include some marketing as well. 
Another scholar Peterson (1989) states that the 
marketing concept is a business philosophy that requires 
first, all organization members to focus efforts on 
customer satisfaction; second, management to emphasize 
marketing strategy and planning; and finally, the 
organization to try to earn a profit through meeting 
customer needs selectively. The marketing concept is part 
of the operating philosophy of small business managers. 
Most companies adopting the marketing concept have done so 
for practical reasons linked to the achievement of company 
goals. 
Arlow (1991) suggests that small business firms are 
most concerned with the goals of customer satisfaction. The 
result may be explained by the fact that small firms are 
not subjected to so much legal compliance as large firms. 
It does appear that small businesses firms incorporate 
crucial factors for their success or survival into goals. 
The small business firm probably sees customer satisfaction 
and good customer relation as pivotal in terms of economic 
impact on the firm and its survival. « 
A study done by Hand, Herbert (1987) sought to 
9 
identify the independent variables that distinguish between 
•good, and 'bad' business performance among gasoline 
service station dealers. Responses indicated that time 
spent with customers is important. It appears that 
customers will seek out stations where the entrepreneur 
spends time with the customers. Finally, success or failure 
of a service station is unrelated to the brand of gasoline 
sold. 
- • • ： • • 
Ferguson (1987) also gave examples to show the 
importance of market orientation and the performance of a 
small business. 
2.6 Views on the appropriateness of market orientation 
Regarding the associative relationship between market 
orientation and business performance. There are two 
opposite sides of views. 
The Positive Side 
Kerby (1960) gave one of the earliest and most 
popular article on the relationship between orientation and 
business performance. Kerby described the Pillsbury 
Company's evolution through the sales and later through the 
marketing phase is an evolutionary process which left the 
organization a stronger entity. 
1 0 
other authors have also suggestion that market 
orientation is the causal factor of company success. For 
example, Peters and Waterman (1982) in the bestseller “ In 
Search of Excellence" attributed the success of high-
performing companies to a number of important factors such 
as staying close to the customers, a keen sense of the 
market and so on, but a large number of these factors can 
be grouped under the category commonly called "market 
orientation". 
Rogers (1985) in the "IBM Way" described how IBM 
treats the customer as a king. According to Rogers, an IBM 
marketing representative‘s business so well that he can 
identity and analyze its problems and then come up with a 
solution that makes sense to the customer. 
Kolter (1977) also compared the thinking a sales 
executive and a marketing executive. He concluded that 
market orientation is essential for superior business 
performance. 
The Negative Side 
A number of authors have put forward alternative views 
to the appropriateness of market orientation in ensuring 
the success of a company. For example, Kaldor (1971) « 
suggested that the marketing concept is an inadequate 
• J • • 
prescription of marketing strategy 一 the creative abilities 
1 1 
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of the firm. Kaldor notes that customers do not always know 
what is needed. An extreme example is the medical doctor-
patient relationship, where the patient cannot specify the 
treatment. It is' the doctor who assesses the specific 
needs of the patient. Yet, it does not mean that the doctor 
is not addressing the needs and wants of his/her patient. 
Kerby (1972) also suggested that few if any of the really 
significant product innovations which have been placed on 
the market to date were developed because the inventor 
sensed that a latent pool of needs was waiting to be 
satisfied. In fact, customers are not necessarily good 
sources of information about their needs. Also, the ability 
of the customers to verbalize what‘they need is limited by 
their knowledge, and that when they suggest modifications, 
they take into account the limits of technology. 
Consequently, a market-oriented firm may be 
preoccupied with line extension and product proliferation. 
As Tauber (1974) commented: “ the measurement of consumer 
need as well as of purchase interest may be valid for 
screening continuous innovations, but consumers may not 
recognize or admit they need products that are unusual.“ 
Hence, marketers sometimes need to anticipate the future 
needs and wants of consumers to be successful. 
Hirschman (1983), on the other hand, suggested that 
4 
the marketing concept, as a normative framework, is not 
applicable to two broad classes of producers - artists and 
1 2 
ideologists because of personal values and social norms 
that characterize the production process. Hirschman (1983) 
asserted that being a marketer is a role, and marketers, 
like other people, carry more than one role at a time. When 
the roles of marketer and producer are vested in the same 
person, conflict may arise. In fact, commercial success in 
an aesthetic or ideological industry owing to the adoption 
of market orientation may be viewed negatively by their 
peers because they have violated industry norms. 
Meanwhile, society's values could raise questions 
about adhering to the market orientation philosophy. The 
marketing concept is faltering in today‘s environment 
because even though organizations respond to customer 
groups, they are not sufficiently responsive to society. 
Providing narrowly defined customers groups with what they 
want leads to the sale of knives, guns, fireworks, high-
speed automobiles, junk food, and many other potentially 
harmful products. In theses cases, customer satisfaction 
may be high, but the overall societal impact may be 
negative. Therefore, it is a question whether what is good 
for the individual customer is always good for society. 
On the other hand, Houston (1986) suggested that very 
few product offerings are custom designed, and a marketer 
is typically given a product to sell and cannot make 
product modifications. Thus, there is no way one can be 
market oriented in those circumstances. 
1 3 
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Also, the commercial marketer who has established 
production facilities or has inventories will find no 
opportunity to develop alternative products in light of a 
better understanding of the market. As a conclusion, there 
is a wide variety of marketers who do not rely on the maxim 
of market orientation in marketing their products. 
In contrast to the production concept, the sales 
concept, and the marketing for marketers, Houston (1986) 
suggested that similar concepts can be developed for the 
buyers. Thus, some buyers are quite passive in their buying 
behaviour, accepting or rejecting that which has been made 
available to them. This can be termed the offering concept, 
and it is the buyer‘s form of the product concept. 
Sometimes, a buyer can actively pursue exchange partner to 
get the best bargain for a sought product. This can be 
termed the buying concept. Finally, buyers can seek to 
serve needs of seller, and this is called the marketing 
concept for the buying. Hence, if buyers are offering 
oriented or buying oriented, the marketing concept becomes 
useless to a seller. 
2 . 7 Measure of business performance 
Owing to confidentiality, small business researchers, 
cannot obtain accurate objective information about the 
companies‘ performance. However, an important study of 26 
14 
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large firms completed by Dess and Robinson (1984) has 
suggested that researchers can, in certain instance, adopt 
the usage of subjective evaluations of company performance 
when accurate objective measure are unavailable. 
Subjective measures of performance rather than 
objective data were used because small firms are often very 
reluctant to provide "hard" financial data (Fiorito & 
LaForge,1986; Sapienza, Smith, & Gannon, 1988). Therefore, 
it is better to use subjective measurement to obtain the 
financial inf orination required. Usually, objective 
financial data on the sampled companies are not published 
for the reason of business secret, it is therefore 
impossible to check the accuracy of the reported figures* 
Since the sampled companies have different size and are in 
different industries, it is hard to interpret and compare 
such financial data (Cooper 1979)• Also, the absolute score 
on the financial performance criteria are affected by 
industry-related factors (Miller & Toulouse, 1986), so 
direct comparison of the objective data could be 
misleading. 
15 
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CHAPTER THREE 
3. METHODOLOGY 
3.1 Subject selection : 
Those participants in small business courses organised 
by the Vocational Training Council, the Hong Kong 
Polytechnic and the Chinese University of Hong Kong were 
selected to complete the questionnaire. 150 questionnaires 
have been send out and 40 questionnaires were received. The 
number of usable questionnaires was 30. 
3.2 Measure of market orientation (MO) 
The degree of market orientation was measured by a 
modified questionnaire by Kolter (1977)• The five domains 
in the questionnaire are customer philosophy, integrated 
marketing organization, strategic orientation, operational 
efficiency and adequate marketing information. The 
questionnaire must be modified because it was first 
designed to be used for self-evaluation, and the questions 
were set in a direct manner. 
For example, the fourth question in the questionnaire 
asks: 
1 6 
"Is there high-level marketing integration and 
control of the major marketing functions?" 
/ 
a. No. Sales and other marketing functions 
are not integrated at the top and there 
is some unproductive conflict. 
b. Somewhat. There is formal integration 
and control of the major marketing 
functions but less than satisfactory 
coordination and cooperation. 
c. Yes. The major marketing functions are 
effectively integrated. 
Most respondents would take the third option in order 
to produce a socially acceptable image of the company. 
Hence, socially acceptable responses rather than true 
responses might be given. The modified questionnaire is 
designed by utilizing the third person technique so as to 
minimize the effect of social desirability. For example, 
one of the questions in the original questionnaire asks : 
• • . • ‘ 
"Is the management doing an effective job with 
the marketing resources?" 
4 
Using the third person techniques, the question was 
modified to read: 
1 7 
"Which one of the following best describes the 
utilization of marketing resources by your 
subordinates in the company?" 
Also in the questionnaire, an additional question on 
the pricing strategy used by the company was included. 
Answers to this question served as a means to assess�the 
extent of consideration of market criteria in the 
determination of price. 
Each question in the questionnaire scores one to three 
marks. One being the lowest score, and three being the 
highest score. The total score of all the 16 questions 
therefore ranges from 16 to 48. The total score was used as 
a measure of the degree of market orientation. 
3.3 Measure of Performance (P—INDEX) 
The performance means the financial performance of the 
company. The respondents were asked to indicate on a 5-
point Likert-type scale, ranging from "of little important" 
to "extremely important". Their subjective evaluation of 
the performance of the company are as following: sales 
level, sales growth rate, cash flow, return on shareholder 
equity, gross profit margin, net profit from operations, 
profits to sales ratio, return on investment, and ability 
to fund business growth from profit. The above scale was 
based on a modified version of Gupta and Govindarajan's 
1 8 
(1984) performance scale. This scale has a potential range 
of -2.0 to 2.0. In order to get rid of the grey area, firms 
with performance scores of -.20 and lower were quoted as 
poor performance. On the contrary, those have scores above 
or equal to .20 are classified as high performance. 
3.4 Measure of competitive orientation (CO—INDEX) 
Seven items have been set for measuring the degree of 
a firm's competitive orientation. Three of them were 
adopted from the questionnaire used by Covin and Covin 
(1990) . These items relate to a firm's degree of gaining 
competitive advantage. The mean score on these items was 
used to index the firm's competitive aggressiveness. The 
higher the score, the more aggressive the firm is. 
3.5 Measure of the business environment (BE—INDEX) 
Three items, developed by Khandwalla (1976/1977), were 
used to measure the environmental hostility, the score was 
used to index the firm's hostility. The higher the score, 
the more hostile the firm's environment. 
3•6 Statistics 
The Student's distribution with (n-2) degree of 
freedom was used to test the hypothesis. To test the 
hypothesis that a correlation coefficient a^  is equal to 
19 
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some specified value A” we use the fact the statistic has 
Student‘s distribution with n-2 degrees of freedom where n 
is the sample size. This can also be used to get the 
confidence interval's for population regression coefficients 
from sample values. The formula used is : 
、 
To determine whether two correlation coefficients, r^  
and draw from sample sizes N^  and respectively, 
differ significantly from each other, the Z^  and Z^  are 
computed corresponding to r^  and r^  by using the Fisher's Z 
transformation. Then the normally z distribution statistics 
can be used as show below : 
工一 2 l-iTi 2 1-r, 
, 丄 + 工 
\ n^-3 122-3 
The fisher Z-transformation have been employed since 
the vector space of the correlation coefficient is not a 
normal distribution. After the transformation, the z-test 
can be employed to test the significance of the null 
hypothesis. The statistical method to be used is two-sided 
2 0 
z—test to analyze the difference between two unrelated 
samples. The significance level was set at 0.10. 
2 1 
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CHAPTER FOUR 
4. RESULTS 
The following shows the summary statistics and 
correlation coefficients among the research variables for 
the entire sample: 
4.1 Market orientation and small business firm performance 
Correlations: MO P—INDEX 
MO 1.0000 .4817* 
P_INDEX .4817* 1.0000 
N of cases: 28 1-tailed Signif: * -.01 ** -.001 
There are significant correlations between market 
orientation and firms' performance ( r=0.4817). The 
correlation coefficient of market orientation and 
performance based on a sample size 28 is computed to be 
0.4817. Using a one-tailed test of Student's distribution 
at the 0.05 level, we would reject Hi if t > t.^ g = 1.71 for 
(28-2) = 26 degree of freedom. From calculation, t equals 
2.8. Thus Hi can be rejected at the 0.05 level. 
4.2 Test for difference in correlation coefficient 
Low performance subgroup with performance index 
smaller than -0.2. 
Correlations: MO P_INDEX 
2 2 
MO 1.0000 .5946 
P-INDEX .5946 1.0000 
N of cases:8 1-tailed Signif: * -.01 ** -.001 
High performance subgroup with performance index 
greater 亡iian +0.2. 
Correlations: MO P_INDEX 
MO 1.0000 .3812 
P—INDEX .3812 1.0000 
N of cases:9 1-tailed Signif: * -.01 ** -.001 
The Fisher transformed values of the correlation 
coefficients of the high performance subgroup and the low 
performance subgroup are Zh = 0.4015 and the Z^  = 0.6875 
respectively, and the normal distribution two tail z test 
gives -0.468 which is between the range from +1.96 to -
1.96; therefore, the correlation coefficients between 
market orientation and performance is not significantly 
different between the high-performance group and the low-
performing group. As a result, the H^  has been accepted. 
4.3 Test for size and age effects 
The data were further examined for evidence of size 
and age effects on the hypothesized relationships. 
Specially, the database were split at the median size of 
figure of 15 employees for the size effect analysis and the 
same analyses were run for the subgroups for older and 
younger firms by splitting the data at the median age 
2 3 
figure of 7 years. 
4.3.1. Subgroups analysis - size 
/ 
With company size smaller or equal to 15 
employees : 
Correlations: MO P_INDEX 
MO 1.0000 .6377* 
P_INDEX .6377* 1.0000 
N of cases: 15 1 -tailed Signif: * -‘,01 ** -.001 
With company size larger "hhan 15 employees 
Correlations: MO P_INDEX 
MO 1.0000 -.0381 
P—INDEX -.0381 1.0000 
N of cases:15 l~tailed Signif: * -.01 ** -.001 
From the above results, the degree of market 
orientation has significant positive relationship with the 
performance of small firms which have less than or equal to 
1 5 employees. The more market oriented the company is, the 
better its performance. Further, the correlation 
coefficient is not significantly different from zero when 
the size of the company is greater than 15. The latter 
subgroup may have some crucial successful factors other 
than market' orientation. For example, the may have a more 
well - established customer base, making it less urgent for 
2 4 
them to cater for every aspect of a consumer»s desires. 
4.3.2. Subgroup analysis - age 
f 
With coinpanv age smaller or equal to 7 years : • 
Correlations: MO P一INDEX CO一INDEX BE—INDEX 
MO 1.0000 .6918* .3408 -.5972* 
P_INDEX .6918* 1.0000 .5757 -.4957 
CO—INDEX .3408 .5757 1.0000 -.5457 
BE—INDEX -.5972* -.4957 -.5457 1.0000 
N of cases:15 1一tailed Signif: * -.01 ** -.001 
With company age greater than 7 years 
Correlations: MO P INDEX CO INDEX BE INDEX 
MO 1.0000 .2472 .1784 : .5438 
P一工NDEX .2472 1.0000 .3101 “ .3430 
CO一工NDEX .1784 .3101 1.0000 .2591 
. ’ • 
BE_INDEX .5438 .3430 .2591 1.0000 
N of cases:13 1-tailed Signif: * -.01 ** ~.001 
For the first subgroup, market orientation has a 
significant relationship with performance. On the other 
hand, performance is negatively correlated with the degree 
of hostility of the business enviironinent, which is 
reasonable although the correlation coefficient is not 
significant. 
For the second subgroup, the correlation between 
2 5 
market orientation and business performance is not 
significantly different from zero. That means the second 
subgroup of small businesses need to be more market 
oriented when the environment becomes more hostile. This 
may indicate that in a turbulent environment, a firm needs 
to be more market oriented to ensure its survival. 
4.4 Marketing factor analysis 
To test the third hypothesis, ANOVA was conducted. The 
results are shown below : 
* * * A N A L Y S I S O F V A R I A N C E * * * 
P_INDEX BY MF (performance by marketing is the most crucial factor) 
Sum of Mean Signif 
Source of Variation Squares DF Square F of F 
Main Effects .314 1 .314 .938 .341 
MF .314 1 .314 .938 .341 
Explained .314 1 .314 .938 .341 
Residual 9.386 28 .335 
Total 9.701 29 .335 
* * * A N A L Y S I S O F V A R I A N C E * * * 
MO BY MF (market orientation by marketing is the most crucial factor) 
Sum of Mean Signif 
Source of Variation Squares DF Square F o fF 
2 6 
Main Effects 47.469 1 47.469 1.663 .208 
MF 47.469 1 47.469 1.663 .208 
Explained 47.469 1 47.469 1.663 .208 
Residual 799.231 28 28.544 
Total 846.700 29 29.197 
The first ANOVA shows that performance is not 
significantly explained by whether or not a firm regards 
marketing as the most crucial function ( p = 0.341 ). 
Hence, H^  is not rejected. 
The second ANOVA shows that the degree of market 
orientation is not affected by whether or not marketing is 
regarded as the most important function in a company ( p 二 
0.208 ). ‘ 
4.5 Conclusion 
After conducting the above analysis, only H^  of the 
three hypotheses mentioned in section 1.2 was rejected. 
This means that there is positive correlation between 
performance of small businesses in Hong Kong and their 
degree of market oriented the small firms, the better its 
business performance. 
The result, however, must be used with caution because 
a number of possible intervening variables have not been 
catered for in the world. For example, it may be that when 
2 7 
the environment is hostile, company must be more market 
oriented to be successful. In future studies, these 





(1) The study was carried out with a group of participants 
who attended different courses related to small 
businesses. The sample might not be representative of 
the population of small business in Hong Kong. 
(2) The sample consists of firms of various industries. 
The differences in the business nature of the 
companies are not taken into account in the survey. 
It is getting complicated to measure the correlation 
between marketing orientation and company success 
across industries when the sample size is small. 
(3) There were only 30 useful questionnaires. A more 
accurate result would be obtained if the sample size 
is larger. 
2 9 
® • RECOMMENDATIONS 
Since much exploratory work still needs to be done on 
the relationship between business performance and market 
orientation, the following recommendations for further 
study were suggested: 
(1) A continuous, long term study on one single industry 
at a time, would give more meaningful results. 
(2) A similar study utilizing a larger sample size can be 
conducted so that the results are more meaningful. 
(3) It is suggested that customer satisfaction can also be 
used to access marketing orientation of companies. 
Therefore, in further research, the responses from the 
firms丨 customers can be treated as an indicator of the 
degree of market orientation. 
3 0 
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THE CHINESE UNIVERSITY OF HONG KONG 
MBA PROGRAMME 
MARKETING PRACTICES SURVEY 
1992 
INTRODUCTION : 
PLEASE BE ASSURED THAT THIS QUESTIONNAIRE IS CONFIDENTIAL 
AND COMPLETELY VOLUNTARY. IF YOU COME TO ANY QUESTION YOU 
DON'T WANT TO ANSWER, JUST SKIP THE QUESTION AND GO ON TO 
THE NEXT ONE. 
PLEASE ALSO NOTE THAT THERE IS NO RIGHT OR WRONG ANSWER, SO 
PLEASE CIRCLE THE OPTION THAT BEST DESCRIBES THE SITUATION 
IN YOUR COMPANY. 
SECTION 1 ； MARKETING PRACTICES 
PLEASE CIRCLE THE APPROPRIATE RESPONSE 
1. How does management think in terms of marketing the 
company's product\service? 
(a) Management Primarily thinks in terms of selling 
current and new product\service to whoever will 
3 6 
buy them. 
(b) Management primarily thinks in terms of serving 
a wide range of markets and needs. 
(c) Management primarily thinks in terms of serving 
the needs and wants of well-defined markets. 
2. Does your sales/marketing staff develop different 




(C) To a good extent. 
3. Which one of the following best describes yours 
company's management practice? 
(a) Management concentrates on selling and servicing 
its immediate customers. 
(b) Management sometimes recognizes the threats and 
opportunities in the business environment and 
takes them into consideration when they plan for 
the future. 
(c) Management always recognizes the threats and 
opportunities in the business environment: and 
takes them into consideration when they plan for 
the future. 
4. Which one of the following best describes the sales 
3 7 
department and the marketing department in your 
company? 
(a) There is no separate sales and marketing 
/ 
department in the company. 
(b) The sales department and the marketing department 
are separated and are of equal status in the 
company. 
(c) There is a separate marketing department and a 
sales department and the marketing department 
monitors the activities of the sales department. 
5. Which one of the following best describes the 
relationship between the marketing department, the 
production department, the personnel department and 
the finance department in your company? 
(a) Marketing acts as an equal function as the other 
departments 
(b) Marketing acts as a more important function than 
other departments 
(c) Marketing acts as the major function in the 
company 
6. Which one of the following best describes the new 
product development policy in your company? 
(a) There is no formal new product\service 
development policy. 
(b) The process formally exists but is independent of 
the marketing department. 
3 8 
(c) The marketing department determines the new 
product\service development policy. 
7. How clear do management reports show the profitability 
of different market segments? 
(a) Not clear. 
(b) Clear 
(c) Very clear. 
8. How clear do management reports show the cost-
effectiveness of different marketing expenditures? 
(a) Not clear. 
(b) Somewhat clear. 
(c) Very clear. 
9. How frequent is the formal marketing planning being 
conducted in your company? 
(a) About once every year. 
(b) About once every three years. 
(c) about once every five years. 
1 0 . Which one of the following best describes the current 
marketing strategy developed and impleiruented by your 
subordinate? 
(a) The current strategy is not clear. 
(b) The current strategy is clear and represents a 
4 
continuation of traditional strategy. 
(c) The current strategy is clear, innovative, data-
3 9 
based and well-reasoned. 
11. Are there established policies and procedures to 
广I 
enable the company to deal with unexpected events in 
the business environment? 
(a) There are few policies to deal with unexpected 
events. 
(b) There are some policies to deal with unexpected 
events. 
(c) Possible threats are formally identified in the 
business environment and policies are developed 
to deal with them. 
12. How well do you subordinates know the marketing 
policies of the company? 
(a) Poorly. 
(b) Fairly. 
(c) Very well. 
13. How well do your subordinates implement the marketing 
policies of the company? 
(a) Poorly. 
(b) Fairly. 
(c) Very well. 
1 4 . Which one of the following best describes the 
utilization of marketing resources by your 
subordinates in the company? 
4 0 
(a) The marketing resources are inadequate for the 
job to be done. 
(b) The marketing resources are adequate but there 
are some wastage in the use of these resources. 
(c) The marketing resources are adequate and are used 
efficiently. 
15. How quick and effective dos sales and marketing 
reports arrive at your table? 
(a) Sales and market information is not very current, 
market management reaction time slow. 
(b) Fairly up-to-date sales and market information is 
received; management reaction time varies. 
(c) Highly current information is received and 
reaction time is fast« 
16. What is the most often used in price determination? 
(a) Cost-plus pricing. 
(b) Following competitors. 
(c) customer acceptance analysis. 
SECTION 2 ； OPINIONS ON PERFORMANCE 
17. PLEASE CIRCLE THE DEGREE OF IMPORTANCE YOUR FIRM 
ATTACHES TO EACH OF THE FOLLOWING FINANCIAL 
INDICATORS• 
1 = extremely unimportant 2 = very unimportant 
4 1 
3 = neither important nor unimportant 4 = very 
important 5 = extremely important 
(a) Sales level 1 2 3 4 5 
(b) sales growth 1 2 3 4 5 
rate 
(c) cash flow 1 2 3 4 5 
(d) gross profit 1 2 3 4 5 
margin 
(e) net profits 1 2 3 A 5 
from operations 丨 
f 
(f) profit to 1 2 3 4 5 
sales ratio 
(g) return on 1 2 3 4 5 
investment 
(h) ability to 1 2 3 4 5 
fund business growth from profits 
18. HOW DID YOUR COMPANY PERFORM WHEN COMPARED WITH YOUR 
STRONGEST COMPETITOR ？ (PLEASE CIRCL13 THE APPROPRIATE 
NUMBER) 
4 2 
1 = a lot worse 2 = worse 3 = neither worse nor 
better 4 = better 5 = a lot better 
(a) Sales level 1 2 3 4 5 
(b) sales growth 1 2 3 4 5 
rate 
(c) cash flow 1 2 3 4 5 
(d) gross profit 1 2 3 4 5 
margin 
(e) net profits 1 2 3 4 5 
from operations 
J 
(f) profit to 1 2 3 4 5 
sales ratio 
(g) return on 1 2 3 4 5 
• investment 
(h) ability to 1 2 3 4 5 
fund business growth from profits 
SECTION 3 ； COMPETITIVE ORIENTATION 
PLEASE CIRCLE THE APPROPRIATE LEVEL ： 
4 3 
IF YOU AGREE TOTALLY WITH THE STATEMENT ON THE LEFT, CHOOSE 
1； 
IF YOU TEND TO AGREE BUT NOT TOTALLY AGREE WITH THE 
STATEMENT ON THE LEFT, CHOOSE EITHER 2 OR 3 ; 
IF YOU NEITHER AGREE NOR DISAGREE WITH THE TWO STATEMENTS, 
CHOOSE 4； 
IF YOU TEND TO AGREE BUT NOT TOTALLY AGREE WITH THE 
STATEMENT ON THE RIGHT, CHOOSE 5 OR 6； 
IF YOU AGREE TOTALLY WITH THE STATEMENT ON THE RIGHT, 
CHOOSE 7； 
In dealing with your competitors, your firm". 
19. Typically responds 1 2 3 4 5 6 7 Typically initiates 
to action which actions which competitors 
J 
competitors initiate then respond to 
20. Is very seldom the 1 2 3 4 5 6 7 Is very often the first 
first business to business to induce new 
i n t r o d u c e new product \ service 
product\service 
21. Typically avoids to 1 2 3 4 5 6 7 Typically adopts a very 
compete with the competitive strategy 
competitors 
22. Does not risk the 1 2 3 4 5 6 7 Adopts a very aggressive 
survival of the strategy to increase 
4 4 
organization under market share 
any circumstances 
23. Allows competitors 1 2 3 4 5 6 7 Tries its best to put 
to get something out competitors in a 
of a business deal difficult situation from 
which escape is difficult 
24. Cooperates with 1 2 3 4 5 6 7 Tries its best to secure 
competitors in its survival at the 
crisis expense of competitors書 
welfare 
25. Shares opportunities 1 2 3 4 5 6 7 Tries to be the first to 
in the market with exploit the opportunities 
competitors 
2 6 Enters into an 1 2 3 4 5 6 7 Competes fiercely to 
a l l i a n c e w i t h ensure that only the 
competitors to fittest survives 
create a win-win 
relationship 
SECTION 4 ； BUSINESS ENVIRONMENT 
How would you describe the external environment within 
which your firm operates ？ 
4 5 
27. Very safe, little 1 2 3 4 5 6 7 Very risky, a false step 
threat to survival can make the firm close 
and well-being of my down 
firm z 
28. Rich in investment 1 2 3 4 5 6 7 Very stressful, exacting; 
and m a r k e t i n g very hard to keep the 
opportunities business going on 
29. An environment is 1 2 3 4 5 6 7 An environment is against 
favourable, my firm my firm's, with large 
can control the competitive, political 
environment and force. 
manipulate to its 
I. own advantage 
SECTION 5 ； COMPANY BACKGROUND INFORMATION 
NOW WE HAVE SOME QUESTIONS ABOUT YOUR COMPANY AND 
YOURSELF, JUST SO WE CAN BE SURE THAT WE HAVE A 
GOOD CROSS-SECTION OF COMPANIES IN OUR SAMPLE. 
30. In your opinion, which managerial function (such as 
Accounting, Personnel, Marketing, Production, 
Operations, and Finance) is the most crucial in 
determining your company‘s success? 
Most important managerial function : 
4 6 
31. What is the amount your company spent on market 
research compared with your strongest competitors? 
(a) We spent more than our strongest competitor. 
(b) We spent about the same amount as our strongest 
competitor. 
(c) We spent less than our strongest competition. 
32. How many total number of full-time employees including 
yourself are in your company? 
No. of full-time employees : 
33. How many years have your company been established? 
No. of years : 
34. What kind of industries does your company belong to ？ 
匸 ] Manufacturing 
匸 ] Contract Construction 
[ � Wholesale Trade 
4 7 
• Retail Trade 
• Commercial Services 
/ 
• Others, please specify 
35. What was your company's percentage of return on 
investment in the previous financial year 
approximately? 
Return on investment : % 
36. What is your position in your company ？ 
V • Owner 
• Employee holding a managerial position 
• Others, please specify : 
THANK YOU FOR YOUR COOPERATION ！ 
< 
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